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The Bureau of Business and Economic Research is the research and public 
service branch of The University of Montana’s School of Business 
Administration.
The Bureau is involved in a wide variety of activities, including economic 
analysis and forecasting; health care, forest products, and manufacturing industry 
research; and survey research. The latest information about these topics is 
published regularly in the Bureau’s award-winning magazine, the Montana 
Business Quarterly, which is partially supported by Norwest Bank.
The Bureau’s Economics Montana forecasting system provides public and 
private decision makers with reliable forecasts and analysis. These state and local are forecasts are the focus of the annual 
series of Economic Outlook Seminars, cosponsored by First Interstate Bank, the Bureau, and respective Chambers of 
Commerce in Billings, Bozeman, Butte, Great Falls, Helena, Kalispell, and Missoula.
The Montana Poll, a quarterly public opinion poll, questions Montanans about their views on a variety of economic 
and social issues. The Bureau also conducts contract survey research and offers a random-digit dialing program for survey 
organizations in need of random telephone samples.
The Health Care Industry Research Program examines markets, trends, industry structure, costs, and other high 
visibility topics in this important Montana industry.
Research on the forest products industry has long been an important part of Bureau operations. While emphasis is 
placed on Montana’s industry, the cooperative research with the U.S. Forest Service involves most of the Western states. 
A recently-formed research consortium including the Bureau, the Forest Products Department at the University of Idaho, 
and the Wood Materials and Engineering Laboratory at Washington State University addresses forest operations and
utilization problems unique to the Inland Northwest.
The Bureau, in cooperation with Montana Business Connections, recently expanded the scope of its ongoing wood 
products manufacturing research to include all of Montana’s manufacturing industries. Through this program, a 
comprehensive statewide electronic information system will be developed.
Bureau personnel continually respond to numerous requests for local, state, and national economic data. Don’t 
hesitate to call on Bureau staff members if they can be of service to you.
Montana Business Quarterly Staff
SHANNON JAHRIG BARBARA WAINWRIGHT SHERRY DEVLIN REBECCA MCGREGOR
^ * tor Marketing Director Contributing Editor Editorial Assistant
LARRY GIANCHETTA
Dean, School of Business Administration
PAUL E. POLZIN 
Director, Bureau of Business 
and Economic Research
STEPHEN F. SENINGER 
Director of Economic Analysis
Bureau Staff
CHARLES E. KEEGAN III 
Director of Forest Products Industry 
Research/Research Associate Professor
JAMES T. SYLVESTER 
Economist
JOHN BALDRIDGE 






















U PU« ™ fOUr ,lmes 3 ^  ? ureau of Businc“ ̂  Ecooomic is a service of The Un.versity of Montana-Missoula. The
n  P T T  S55X» t r° Vear075.00 for three years, and $10.00 per issue. Periodical postage paid in Missoula. MT 59812. POSTMASTER: Send address changes to the Montana Business Quarterly, Bureau of Business and Economic Research, The University of Montana Missoula, MT 59812.
''“"if an10fT°nS?f thc au,ho"  f d 9  necessarily represent those of the Bureau, the School of Business Administration, or the university. The
S S ^ r S  *  rCpr0duCed WUh°Ut ,he consent of the ****** and/°r authors. Proper credit should be given to the Quarterly and its contributors for the use of any
The Montana Business Quarterly is available on microfilm from University Microfilms, 300 N. Zeeb Rd., Ann Arbor, MI 49106.
additi0^  c°Pies.ofIJhc be secured at $10.00 per copy. All inquiries regarding subscriptions, publications, etc., should be addressed to:Montana Business Quarterly. Bureau of Business and Economic Research, The University of Montana, Missoula, MT 59812, (406) 243-5113.
C O N T E N T S
Photo by Tim Thompson.
Summer Fires
Businesses Still Struggling to Recover
by Michael Jamison
8 Montana Micro^Businesses New Data Uncovered 
by Paul E.Polzin, John Baldridge,
James T. Sylvester,Tara Crowley, 
and Rebecca McGregor
Montana Agriculture and the 
Global Economy
by Vincent H. Smith and James B. Johnson
Letter to the Editor





Firefighters from  the Navajo Indian Reservation listened to  their crew  leader 
outline mop-up plans fo r the Clear Creek fire near Perma. Facing pa ge: A 
Sikorsky Sky Crane flies over the A lder Creek fire in the Rock Creek drainage, 
a lightning-caused blaze. Photos by  Kurt Wilson.
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Businesses Still Straggling to Recover
by Michael Jamison
T  hen the wildfires of 2000 came roaring through the treetops 
/  south of Hamilton, John Rose thought he would lose everything.
As it turned out, the owner of the Skalkaho Lodge lost a 
house, a hay barn, 70 tons of hay, and tens of thousands of dollars that went up in 
smoke when visitors steered clear o f Montana’s hottest fire season in decades. But 
he didn’t lose everything.
“We were hit about as hard as you could hit a fellow and still leave him 
standing,” Rose said. “We completely lost all of the business we had on the books.
The entire outfitting industry suffered drastically.”
The Skalkaho Lodge is a jumping off point for Rose’s commercial fishing and 
hunting trips, and is located in the Bitterroot Valley.
During the summer of 2000, nearly 400,000 acres of public and private forest­
land burned in the Bitterroot, about half the total acreage burned in the state.
Firefighters on  the Ninemile fire. Photo by Tim Thompson.
And while fires raged near Helena and in the Gallatin 
Valley and on the Kootenai National Forest, nowhere 
burned like the Bitterroot.
“It was amazing,” Rose said. “I’ve been outfitting for 36 
years, and I’ve never seen anything like it.”
He had never seen a thick blanket of smoke turn noon 
into midnight. He had never seen trees explode as wave 
after wave of heat rolled across the forest. He had never 
seen such a media storm, with the nation’s reporters on 
hand for the burning of Montana. And he had never seen 
the economic losses that story —  although not quite true —  
would bring to his and other Big Sky businesses.
“The media kept telling America that Montana was 
closed, that the whole state was on fire,” Rose said. “Of 
course, that wasn’t true, but sure enough, that shut us 
down.”
The smoke and the land-use restrictions didn’t help, of 
course. Most tourists didn’t want to peer watery eyed 
through the pall at scenic vistas that remained shrouded for 
weeks. And those who were willing to stick it out were 
limited by statewide forest closures, as officials tried to avoid 
any new fire starts by keeping people out o f the woods.
“Nobody came,” Rose said. “And if they did, they didn’t 
stay.”
The fires burned a big hole in his wallet, Rose said, and 
across the state, the economic hole continues to grow.
“Lots of people are in dire straits,” he said. “Some of the 
smaller outfits may not survive.”
B u s in e ss  L o sse s
Across Montana, business owners and community 
leaders are talking about the businesses that folded or might
soon fold due to economic losses suffered during the fire 
season, but no one seems able to point to any specifics.
No one actually knows of any businesses that closed or 
are teetering on the brink; rather, everyone seems just to 
assume that the economic impact must surely be big 
enough to lock some doors.
And, quite likely, they’re right. The Federal Emergency 
Management Agency (FEM A) is reimbursing businesses 
and workers for lost income, but some small businesses may 
still go under.
While economists agree that statewide unemployment 
and earnings figures will not be significantly altered by the 
fires, they also agree that individuals and specific businesses 
will, indeed, be hard hit.
The state Department o f Commerce, which surveyed 
businesses throughout the state, has concluded that “the 
vast majority o f respondents are experiencing a loss during 
the peak season and many are stating that they are out of 
business or will be out of business without some assistance. 
Many Montana businesses affected are family-owned and 
operated, which means that home mortgages are in danger 
as well as their ability to provide for their families.”
The Commerce Department concludes that businesses 
most impacted by the wildfires include accommodations 
(RV parks, campgrounds, hotels, motels, lodges); outfitters 
(fishing, floating, horseback riding, hunting); construction; 
transportation; logging; mining; retail and service (restau­
rants, auto repair, stores, caterers, rental and leasing); and 
professional services (accountants, surveyors, banks, real 
estate).
As of Oct. 2, 804 businesses had completed and re­
turned the state survey, reporting an estimated $37 million 
in total operating losses, not including direct fire damage.
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Using a multiplier o f $2 lost to the economy for every dollar 
reported, the Commerce Department estimates lost income 
to the state of Montana is at least $111 million.
Because only one in every three businesses impacted 
completed the survey, the state pegs the total minimum 
operating loss at $333 million.
Even state government came out a loser this fire season. 
Economists predict that what was in June a $97 million 
state budget surplus will be a $25 million deficit by January, 
in part because of costs associated with fighting fire. State 
unemployment benefits were tapped, as were low-interest 
loan programs, funding pools for temporary housing 
assistance, loans to cover uninsured buildings, and counsel­
ing for those most affected by flame.
And although the fires are out, the losses continue.
Many businesses, including R ose’s Skalkaho Lodge, are 
reporting lost bookings for the fall, as visitors hesitate to 
embark on an uncertain journey.
“In some ways, we’re still shut down,” Rose said. “People 
think the whole state is a big, black moonscape.”
The Montana Board of Outfitters agrees with R ose’s 
assessment, and estimates that 80 percent of the state’s 700 
outfitters were hard hit by the fire season and public land 
closures. Those 560 outfitters lost at least $36 million as of 
early August, and lost revenue is expected to continue.
According to Rose, many small outfitters receive deposits 
for trips months in advance, and spend that cash early to 
cover operating expenses and trip preparation costs.
“What do they do now when people want their money 
back?” he wondered.
And not a few, he predicts, will choke, closing their 
doors once and for all.
He fears the same for the timber industry, which was 
shut out of the woods by fire danger
According to the Commerce Department, “logging was 
essentially shut down in Montana. There are an estimated 
1,400 logging employees (Department of Labor) working 
on the average this time o f year. The average monthly 
salary for lumber and wood products workers in August is 
about $2,621 for 160 hours. The $2,621 monthly wage 
amount would result in $3,669,400 in lost wages for one 
month, or about $5 million so far.”
Another $15 million is estimated lost to the construc­
tion, mining, manufacturing, and professional services 
industries.
Even small industries suffered losses: The Sanders 
County Fair, for instance, lost an estimated $100,000 
because of the fires, leaving the fair board $20,000 in the 
red. And beekeepers with hives in the thick o f the fire 
acreage saw sharp drop-offs in honey production, as heavy 
smoke suppressed bee activity and productivity.
At the Skalkaho Lodge, the losses weren’t limited to 
lodging and outfitting. Sandy Rose, John’s wife and co ­
owner of the lodge, also is a real estate broker.
“The real estate business in the Bitterroot pretty much
Fall Tourism Threatened
The summer w ildfire season  m ight have 
sin ged tourism in som e o f  the hottest parts o f 
Montana, but overall, visitation was strong in 
August desp ite the flames, smoke, and forest 
closures. However, the numbers will sh ow  "an 
entirely different p icture" when September 
and O ctober are tallied, according to  Thale 
Dillon o f  The University o f  Montana Institute 
fo r Tourism and Recreation Research (ITRR).
The impact will m ost assuredly b e  felt for 
the months o f  September and October, Dillon 
said. People continued to  com e to  Montana 
during August becau se it was to o  late to 
change their plans, she said. Travelers w h o 
planned Montana hunting trips in September 
and O ctober have had time to  change plans 
and many have ch osen  to  g o  elsewhere.
Travelers are mistakenly under the impres­
sion that Montana is a "burned over charred 
moonscape," Dillon said.
However, the state en joyed healthy tour­
ism numbers during June, July and August. 
The ITRR calculates travel and tourism data by 
exam ining several factors, including numbers 
gathered from  airlines, p ort authorities, and 
state border crossings.
In August, 638,000 nonresident visitors 
traveled to  Montana, according to  ITRR 
figures. That number Is abou t even with 
August 1999.
While places like the Bitterroot and 
Missoula valleys experienced sharp drop-offs 
in travel, other areas picked up the slack, 
leaving the state with a net increase in travel 
t o  date.
ITRR numbers sh ow  a 3 percen t travel 
Increase in January when com pared to  last 
year, fo llow ed by increases o f  4 percen t In 
February and 5 percent in March. April broke 
even, while May and June both registered a 2 
percen t Increase. July and August, at the 
height o f  the w ildfire season, held even with 
1999 figures.
came to a standstill during the fires,” she said. “You couldn’t 
show property —  you couldn’t see it. Trying to sell a home 
in a forest fire is difficult.”
So she gave up the lodge and the real estate business for 
the summer, contracting herself out to the Forest Service to 
provide transportation support for firefighters.
And like her husband, Sandy Rose believes the economic
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John Snyder lifts a scorched wheelbarrow  from the ashes o f the summer hom e near Sula that he and 
his w ife had ow ned for three decades. Below: A burned land-sale sign leans against a scorched tree 
on a parcel o f land in the Bitterroot Valley. Photos by Kurt Wilson.
impacts to her business will continue long after the last 
smoky tendril is doused by winter snows.
“If your house was for sale for $300,000, and now it’s 
surrounded by burned'down trees, is it still worth 
$300,000?” she asked. “These people aren’t going to get 
$300,000. They’re not going to get a dime.”
Ironically, according to Layna Lyons of the Bitterroot
Valley Board of Realtors, the fires will only increase the value 
of lush green Bitterroot land that didn’t bum; but that same 
green land is, of course, at highest danger of burning in 
coming years.
Some home buyers simply walked away after seeing the 
fires, Lyons said. Other properties for sale burned before the 
deal was closed.
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Lyons said “it was just impossible to take anyone out to 
look at a piece o f property. There was all this smoke, and it 
seemed like everywhere you turned there was another fire. 
Even the roads were closed.”
Travel a n d  T ou rism  Im pa c ts
And on those roads that remained open, far fewer 
motorists were traveling. The Montana Department of 
Transportation shows a fairly small 1 percent drop in 
interstate travel in August 2000 compared to August 1999. 
But travel on primary routes dropped about 4 percent, and 
secondary roads saw a whopping 16 percent decrease.
“We pretty much held our own until Aug. 11,” said 
Matthew Cohn, director o f Travel Montana. That was the 
day most public lands in the state were declared off limits. 
“When they hit the news with the quote, ‘an area the size 
of Maine is shut down,’ that pretty much turned off the 
faucet.”
Cohn’s group measures tourist travel through Montana 
by adding up bed tax totals. Although the summer’s 
numbers won’t be crunched until nearly year end, Cohn 
insisted “there’s no doubt that there was an impact. We’ve 
been impacted, but we haven’t been devastated.”
Travel Montana, he said, will try to mitigate that impact 
through public relations, and already has gone to the world 
with the message that much more of the state did not burn 
than did. He hopes to follow a lead set by Yellowstone 
National Park after the fires of 1988, when officials used the 
event as an educational tool to draw in curious visitors.
But one problem, he said, is that next year’s public 
relations budget is determined by this year’s bed tax, and 
this year’s bed tax likely will be lower than usual. That 
prediction, he said, is based on visitor numbers at several 
destination sites throughout Montana.
At Yellowstone National Park, for instance, years of 
slowly increasing visitor numbers were interrupted this 
summer by a 14 percent decline in August.
At Glacier National Park, which was relatively fireproof 
this summer; visitor numbers dropped by 8 percent in 
August; that drop, however; is somewhat consistent with a 
declining visitor trend at Glacier
“There’s no doubt in my mind that the fires impacted 
our visitor numbers,” said Glacier Park spokesman David 
Eaker. “But how much exactly? It’s going to be very hard to 
measure that.”
Lanny Luding, who runs the historic Sperry Chalet in 
Glacier Park, said the fires did not hit him especially hard. 
“We’re down this year,” he said, “but it’s hard to say why.” 
Bad press about the fires might be one reason, he said, 
but he also factors in high gasoline prices, United Airlines 
re-routes from eastern states and other national economic 
pressures.
“The fires might have impacted us a little bit,” Luding 
said, “but not very much.”
Others, however, cannot say the same.
Visitation at the Big Hole National Battlefield dropped a 
whopping 44 percent in August, in large part because the 
attraction was closed and evacuated due to fire danger for 
much o f the month.
The visitor center at Broadus showed a 12 percent drop, 
and the National Bison Range north of Missoula registered 
a 48 percent decline in August.
Throughout the state, in fact, major attractions recorded 
substantial visitor declines at the height o f the fire season.
E c o n om ic  G a in s
But not everyone was hit so hard, Cohn said. Hardware 
stores sold lots of firefighting tools. Grocery stores fed 
thousands o f firefighters. Hotels housed incident command­
ers and media from across the nation. Car dealers sold rigs 
to the Forest Service, and gasoline pumps ran around the 
clock to fuel those vehicles.
Even the airports did well, as vacationers were replaced 
by firefighters for much of the summer flights.
And now that the flames are out, money is flowing into 
local economies as state and federal agencies try to lend a 
helping hand. The Federal Emergency Management Agency 
has taken more than 1,800 calls for help, including 162 
applications for home-related recovery assistance and 548 
applications for disaster unemployment assistance.
The Small Business Administration has received 1,500 
loan applications, and more than $1 million in low-interest 
loans already have been approved by that agency.
Still needed, according to the Commerce Department 
analysis, are grants for revolving loan funds aimed at 
economic development, grants to local government to shore 
up tax revenue shortfalls, and grants to help market the 
state as a desirable destination in the wake of the fires.
One big boost, economists predict, will be the revenue 
generated by forest restoration efforts and by salvage logging 
of some burned timber. And Larry Evans of the Western 
Montana Mycological Association believes the bumper crop 
of morel mushrooms expected to sprout in burned areas 
next spring could yield millions for pickers.
But those small gains and grants will not offset the 
overall economic depression created by the fires, said Rose. 
The few businesses that profited, he said, will be hit later by 
lost sales to outfitters and loggers and others who found 
themselves without a paycheck for the summer of 2000.
“The fires were an economic loser for everyone in 
Montana,” Rose said. “This has a negative impact on the 
entire state. Every person in the state of Montana in one 
way or another has suffered economically from these fires.
“We haven’t even begun to see the real costs.”Q
Michael Jamison is a reporter for the Missoulian and a 
freelance writer.
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One o f the advantages o f working at hom e is b eing able to  spend more time with 
kids. UM photo by Todd Goodrich.
Montana Micro-Businesses
New Data Uncovered
by Paul E. Polzin, John Baldridge, 
James T Sylvester, and Tara Crowley 
Sidebars by Rebecca McGregor
W ho hasn’t dreamed of opening a small business and escaping the drudgery of the 8 to 5 workday? Who doesn’t wish for financial independence?
Sometimes the idea for a new business comes when a local 
store no longer carries a favorite item or when a would-be 
entrepreneur has a product or skill they believe others might 
value.
If, though, these potential entrepreneurs actually investi­
gate the possibility of opening a small business, they’ll find 
there is little research and even less data about this sort of 
enterprise. Small businesses by their very nature fall through 
the cracks of existing data and information systems. They 
may hire no workers, excluding them from employment and 
earnings statistics collected by the Montana Department of 
Labor and Industry. They may operate out o f the owner’s 
home, so there are no storefronts or other forms of commer­
cial identity. The owners may use personal phones, so their 
businesses may not even be listed in the phone book.
Small businesses have long been crucial to the economy, 
contributing new technologies, introducing new products, 
serving new markets, and creating new jobs. They also may 
serve the economy by functioning as a safety net for workers 
laid off by larger firms. Small firms are particularly important 
in Montana, a state with many rural areas that have limited 
job opportunities. Starting a small business may be a way out 
of poverty and unemployment.
At the request of the Montana Department of Commerce, 
the Bureau of Business and Economic Research conducted a 
survey of 200 randomly selected low-income small-business 
owners in Montana to find out how to better serve this 
important segment of the economy. The department was also 
interested in finding out more about women and disabled
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business owners in this income category. These firms will be 
referred to as micro-businesses because they meet certain 
specific criteria:
• They were started within the last three years.
• They had nine or fewer employees.
• Their 1999 total sales were less than $500,000.
• The owner’s household income was less than $31,256 
for a family with two adults and two children under 18 years 
old.
The Bureau surveyed a wide variety o f businesses, ranging 
from cosmetics companies to septic tank installers to funeral 
parlors. These business owners were queried about the 
products they sold, their knowledge and use of business 
counseling, problems they encountered in starting their 
business, and other topics. The survey results are summarized 
in the following sections.
M ic r o -B u s in e s s  C h a r a c t e r is t i c s
Montana’s micro-businesses represent a cross section of 
the economy and are not altogether different from larger 
businesses. The survey found that:
• Micro-businesses are owned and operated almost 
equally by men and women.
• Fifteen percent of the micro-businesses produce 
agricultural, mining, and manufacturing goods, while 12 
percent are in construction, 25 percent are in wholesale and 
retail trade, and 48 percent are in services.
• About 56 percent of the micro-businesses are located 
in one of Montana’s seven trade center counties—  
Yellowstone, Missoula, Cascade, Flathead, Gallatin, Lewis 
and Clark, and Silver Bow.
• Compared to the state’s population distribution, 
slightly more micro-businesses are located in western 
Montana. About 44 percent of the micro-businesses are 
located in the 11 counties west o f the Continental Divide, as 
compared to about 35 percent of the population.
• Minorities (especially American Indians) account for 
about the same percentage o f micro-businesses as the overall 
population.
• Most of the micro-businesses are owner-operated, and 
less than one-half have any employees.
• Seventy-seven percent o f micro-business owners have 
a high school education, compared to 60 percent of the 
overall population. The percentage with a college degree is 
slighdy lower— 18 percent of micro-business owners are 
college graduates compared to 22 percent of the overall 
population.
• About 13 percent of the micro-business owners 
reported a mental or physical disability.
The survey also revealed that micro-business owners 
generally fall into two groups: those who devote a lot of time 
to their business and those who don’t. About 44 percent said 
they averaged more than 31 hours a week on the business. At 
the other end of the spectrum, approximately 30 percent said 
they spent 10 hours or less per week on the micro-business.
There are also two major groups when it comes to the 
income earned from a micro-business. Roughly 41 percent of 
the owners said their business contributed 4 percent or less to 
their household income. About 25 percent said their micro­
business accounted for 75 percent or more o f their 
household’s income.
Slighdy more than one-half (55 percent) of the micro­
business owners said they had other employment, while the 
remaining 45 percent said the micro-business was their only 
job. Those who had no other job also reported spending the 
most time on the micro-business; more than one-half of those 
who work 31 hours a week or more on their business had no 
other employment.
R e a s o n s  f o r  S ta r t in g  B u s in e s s
Rebuilding trucks for farmers was a good line o f work as 
long as the economy remained steady. But the ups and 
downs of Montana’s agricultural industry were too stressful. 
Rhoda Kroon decided she would stop depending on a shaky 
economy and launched her own business, Charis Farms, 
where she harvests and sells earthworms for bait. Kroon 
markets her business through her company’s Web site and 
draws buyers from outside markets. Charis Farms has turned 
out to be lucrative and she is able to stay in Montana with 
her family instead of moving out o f state to find work.
A single mom, Leighann Thielmann struggled at odd jobs 
here and there to make ends meet. When a daycare in her 
hometown of Conrad came up for sale, she decided that the 
small town couldn’t afford to lose a good daycare and it 
might be a way for her to make a living.
“I felt I needed to keep the daycare up,” Thielmann said. 
“I appreciate a good daycare, and I guess that I just really 
care that children have a good place to go and people who 
care.”
Former waitress Sarah Rollins started her new business 
Neways, where she sells personal care, health, and nutrition 
items in order to “get out of the rat race” and possibly make 
a better income.
People start new businesses for a variety of reasons.
When asked, “Why did you start your new business?” the most 
frequently mentioned reasons included the traditional 
motives of independence, extra money, perceived opportu­
nity, and the need to find employment.
S ta r t-u p  F in a n c in g
It’s true: You can’t make money if you don’t spend money. 
But how much? When asked, “About how much money, 
including all your expenses, did you need to open your business?” 
the median response was less than $5,000. Other responses 
were:
• Less than $2,500 (47 percent).
• More than $20,000 (less than 22 percent).
For the most part, start-up funding came from personal or 
family resources. Almost 70 percent said funds came from 
their own savings, loans from family or friends, or other
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personal sources. Bank loans were the most frequently 
mentioned third-party source.
In many cases, however, the start-up funds may have 
been insufficient. Slightly less than one-half of the owners 
said they needed more money, and some of those said they 
needed significant amounts, specifically:
• The median amount of additional money needed was 
between $5,000 and $9,999.
• The most often mentioned amount was $10,000 to 
$19,999.
• About 15 percent (of the one-half of owners needing 
more money) said they needed $50,000 or more.
B u s in e s s e s  w ith  Sm all S tart-up  
R eq u ir em en ts
Micro-businesses are sometimes considered to be well- 
suited to people unable to hold other jobs or for those with 
disabilities. And— mostly— for people with limited funds. 
Some people have managed to start businesses with less 
than $2,500. Keep in mind, however, the previous finding 
concerning the oft-mentioned need for additional funds 
once a business was established.
Micro-businesses with small start-up requirements are 
distributed among all the industry categories—agriculture, 
mining, manufacturing, construction, wholesale and retail 
trade, and services. When compared to firms with $2,500 or 
more in start-up expenses, there are slightly more o f the 
firms with smaller start-up expenses in the wholesale and 
retail trade industries, with corresponding fewer in the 
goods-producing industries (Figure 1).
Comparing micro-businesses with less than $2,499 in 
start-up expenses to those with $2,500 or more revealed the 
following:
• Females owned more firms with small start-up 
expenses than did males (58 percent vs. 42 percent).
• There was no difference between small and large 
start-up firms in terms of race or ethnicity of the owners.
• People with disabilities were just as likely to own a 
micro-business with small start-up expenses as one with 
large start-up costs.
B u s in e s s  P lan s
Business plans— one- to five-year plans that describe 




When Rhoda Kroon told people she was leaving the truck 
building business to sell earthworms, people laughed at her. 
"They said it was a stupid idea," Kroon said. "When you tell 
someone you need to make enough money to erase your 
debt by growing worms, they think of worms in paper cups 
and tell you you're going to need to sell a lot of worms." 
Today, Kroon is the one laughing. Her earthworm business is 
highjy successful and she has customers scattered throughout 
the states.
D eb t a n d  D isa p p o in tm en t
When she first began her business. Kroon had one 
objective: "I was trying to find something to do that would 
make some excellent money and wasn't dependent on the 
Montana economy."
Kroon previously owned a business rebuilding trucks that 
were used around farms for hauling hay, cattle, or grain and 
other activities. However, Montana's agricultural economy 
continuously suffered ups and downs, and few farmers could 
afford to have their trucks rebuilt, having to make do with 
what they had. The larger farms that could afford such service 
opted to upgrade to semitrucks and other vehicles. While
Kroon could have learned the business of semi repair, she did 
not recognize this shift in the market until it was too late. As 
their remaining customers dwindled, so did Kroon's business, 
and she fell into debt.
R esea r ch  a n d  O p p o r tu n ity
To confront the problem of debt and declining business. 
Kroon decided to do some research. She had seen ads for 
growing worms and after some investigation she determined 
that there was a good  potential for profit in the fishing 
industry, particularly in bait. She called around and, after 
much persistence, found an opportunity.
That opportunity came in the form of the European 
earthworm. It is smaller and hardier than Montana's native 
earthworms or the Canadian nightcrawler and can be grown 
commercially rather than harvested from the ground. Most 
importantly and the worm is in high demand and there are 
few growers in the United States .
In March of 1998, Kroon attended a weeklong school in 
the southern United States that taught her how to grow the 
earthworms and how to market them. She returned to 
Montana with a breeding stock and the know-how to make 
the business work.
Th e B u s in e ss o f  W orm s
One of the major obstacles she first encountered was the 
lack of worm-growing equipment. She and her husband had
10 Montana Business Quarterly/Autumn 2000
suggested as an essential tool for start-ups. When asked if 
they had a business plan, 29 percent said yes and 71 percent 
said no.
Those who had a business plan found it very useful for 
both starting and running their business. When asked to 
rate its usefulness on a five-point scale (one being not useful 
to five being very useful), 62 percent o f those with a 
business plan rated it in the top two categories for running a 
business and 59 percent put it in the top two categories for 
starting a business. Only 38 percent o f those with plans 
showed them to a third party such as a bank or small 
business development center, indicating that the process of 
preparing a plan is useful in itself.
B u s in e s s  C o u n s e l in g
Micro-business owners were asked a series of questions 
designed to gauge their knowledge and use o f business 
counseling and other support services. Overall, the survey 
respondents indicated a low level of knowledge about these 
services and a lot of confusion about who provided them. 
Among those aware o f business counseling services, the 
perceived barriers involved the lack o f time, inconvenient
office hours, or the need to travel long distances. This 
suggests that future programs should attempt to reduce the 
perceived time and inconvenience of business counseling, 
perhaps by on-site training or decentralized education 
programs.
When asked, “Have you used any business counseling or 
support as you started your business?” 24 percent said yes and 
76 percent said no. O f those who answered no, only one- 
third stated they knew that there were organizations that 
provided business counseling.
Looking at those owners who said they used business 
counseling, there were no differences in the percentages 
between men and women, those with and without a 
disability, and among the various ethnic groups.
Twenty-seven percent of the owners who used business 
counseling cited a friend or family member as the provider. 
This raises some concern about the professionalism of the 
counseling. The most frequently mentioned organization 
providing business counseling was the Small Business 
Administration (about 12 percent). Other organizations 
mentioned by at least 5 percent o f those who received 
counseling included the local economic development
to make their own or adapt equipment designed for use in 
other industries, such as landscaping.
Kroon grows the worms in bins of dirt in a somewhat 
climate-controlled environment. They are fed a peat moss- 
based diet. She packages and ships them by plane, truck or 
UPS to distributors. The distributors then supply sporting 
good s stores with worms for bait and pet shops with 
worms to be sold as pet food for reptiles and fish.
She contacts the distributors herself, and they are her 
principal customers. Toward the East Coast, the distributors 
are more familiar with the European earthworms and 
much of her product is shipped there. Though her product 
is seasonal (March through September), Kroon hopes to 
establish connections in Texas where the fishing season is 
year-round.
Her first selling year was the 2000 season in which she 
grossed $65,000. For the 2001 season Kroon has a 
contract with a major department store chain for $75,000.
And she hasn't stopped there. The earthworms produce 
a byproduct called "castings," which Kroon sells as a 
natural and balanced fertilizer. According to Kroon it is 
completely organic, is more easily absorbed, and, unlike 
chemical fertilizers, won't burn plants. Kroon sells the 
castings as a specialty fertilizer and a large department 
store chain in Montana has offered to buy the castings she 
produces.
Montana can be a difficult location to own a business.
The state's geographical isolation creates obstacles in 
reaching potential customers, which is why Kroon has 
placed Charis Farms on the Internet. She maintains a Web 
site where she sells to distributors and the occasional 
individual. The site also has information on catching and 
cooking fish, gardening with earthworms, and composting.
W ord s  o f  W isd om
Kroon believes that there is great potential in owning a 
business. "You can control to a greater extent where you 
can take it. A secretary can make only so  much but with 
your own business if you want to make a million dollars 
then you can," she said.
However, success comes through hard work. "You have 
to do a lot of investigating and footwork," Kroon said. "You 
can't just put in eight hours and g o  home."
Her advice to people starting their own business is to "do 
your homework," which involves -  among other things - 
investigating the market. "Look for markets outside of 
Montana," Kroon recommends.
Though she had experienced debt and a failed business. 
Kroon didn't want to leave the state. Charis Farms makes it 
possible for her to remain in Montana where she has lived 
all her life and where her family surrounds her. Her business, 
however, enjoys the profit potential of more financially 
healthy markets out-of-state.
Kroon's Web site can be visited at www.worms4bait.com.
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organization, the Small Business Development Center, 
banks, and a school or university.
When asked, “Is there anything you can think of in your 
experience starting a new business that made it hard to use 
business counseling or support?" 66 percent said no, 31 
percent said yes, and 3 percent didn’t know. The percent­
age of those answering yes was higher the longer they had 
been in business. Also, a much greater percentage of those 
who actually used business counseling stated that barriers 
did exist.
C om p u te r  a n d  In te rn e t U se
Computers, the Internet, and other forms o f information 
technology could be a two-edged sword for micro-busi­
nesses. On one hand, they may be a cheap and effective way 
to conduct business. On the other, new technologies may
require significant— and pricey— training and investment.
Roughly two-thirds of the micro-business owners said 
they used a computer in their work. O f those, slightly more 
than one-half said they have their own business computer; 
while the remainder used their home computer. As the 
education o f micro business owners increased, so did the 
percentage who used a computer. Most (about 70 percent) 
of the business owners using computers were connected to 
the Internet. In other words, approximately 46 percent of all 
micro-businesses owners were technically able to conduct 
e-business because they had a computer and were connected 
to the Internet.
Montana micro-businesses said they conducted a variety 
of e-business activities, which are shown in Figure 2. The 
most mentioned were routine activities such as using e-mail 
or searching the World Wide Web for business ideas and 
information. A somewhat smaller percentage said they were
F igu re 2
E-Business A ctivity o f  
M ontana M icro-Businesses




Owning and operating a funeral home can be a dismal occupation, but Fred Rausch, 
owner of Rausch Funeral Home, maintains a cheerful perspective and an excellent sense of 
humor. But why would som eone want to own a funeral home?
"I saw a need for it," Rausch said. The nearest funeral home to Lame Deer was 60 miles 
away with the next nearest one 100 miles away. This left the citizens of the small Montana 
town with very few options and a long drive. Rausch heard the demand for his type of 
service and relocated from Phillip, South Dakota, where he had managed a funeral home for 
three years.
O b s t a c le s  a n d  S u p p o r t
Opening the business was a fairly smooth process. With the assistance o f a co-signer, he 
took out a bank loan and was soon in business. The greatest difficulties were acclimating to 
life on a reservation and becoming accepted in the local community. It took som e time, but 
15 years later everyone's getting along fine.
The next obstacle was cash flow. The first few years were slow on business and high on 
expense. "I had a lot o f money going out and not much coming in for the first couple of 
years," said Rausch. Loans had to be repaid and equipment purchased. "Once folks knew I 
was there they started to check me out," he said, and as Lame Deer's citizens started turning 
to him for their funeral services, the cash flow problem soon mended itself.
Friends and family have supported Rausch along the way. He started his business with his 
own prior experience and the guidance of funeral home owners in South Dakota. Owners in 
Montana have also helped considerably, offering counsel on such topics as how  much to 
invest in a hearse. "They all own larger firms than what I own," Rausch said, "and they're 
more in tune with the real world."
P ro s  a n d  C o n s
Services offered through Rausch Funeral Home include embalming, arranging funeral 
details, and assisting families before and after the service. However, Rausch feels that his 
business' primary service is "being able to help people in probably one the worst times of 
their life."
Despite the somber nature of the work, Rausch finds numerous benefits in owning his 
own business: "Being your own boss, as far as answering to somebody not so much. You're 
not in jail so much." More flexibility and self-reliance are additional positive aspects of self- 
employment. "Being in control is a very good  thing."
As with all things, there are disadvantages: "The risk, such as the amount of capital being 
laid out." And even a funeral home can hit hard times. "Sometimes w e don't have a funeral 
for a couple of months. It doesn't happen often, but about once a year w e need to do a lot 
of guessing and have a lot faith in God," laughs Rausch.
Despite the occasional struggle, Rausch views his rewards not in profits made, but rather 
in the responses from the families he helps: "It's good  when you get thanked and people 
appreciate you."
W ord s  o f  W isd om
Rausch offers this advice to others considering starting their own business: "Be sure that 
you have a lot of knowledge of the business you're going into. Go and see whatever it is 
they do. Such as, if you want to be a florist, g o  work for a florist. If you want to be a funeral 
director, g o  work for a funeral director for a year." The bottom line is "get experience."
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using the Web to buy or sell products, some on their own 
Web sites. A few said that they did their banking and paid 
bills using the Web.
There does not appear to be a digital divide between 
Montana’s urban and rural areas in terms of micro - 
e-business activity. There are no statistically significant 
differences between the largest seven counties in the state 
and the remaining 49 in percentages of micro-businesses 
reporting the activities listed in Figure 2.
A conventional wisdom often cited in Montana is that 
the Internet and e-business activities help local firms reach 
a larger market. This appears to be confirmed by micro­
business owners surveyed because a larger percentage of 
those saying they served markets outside the state also said 
they had their own Web sites and used them to take 
customer orders.
E-business may be the wave of the future, but Montana 
micro-business owners do not think it is easy. O f those who 
were asked, more than 85 percent said that it was “very 
difficult” to start using e-mail, building Web pages, or 
conducting other e-business. The specific difficulties 
mentioned most frequently were the construction of Web 
pages and the lack of basic computer skills.
L e sson s  L ea rn ed
Another question was, “Is there anything you might do 
differently if you have the chance to start the business over 
again?” The most-often-mentioned responses can be 
categorized into the one of the following groups:
• Do a specific task differently. “I use only one phone 
line. I didn’t need two.”
• More market or product research. “I would learn 
more about people in health care and what drives them.”
• Learn specific skill or knowledge. “I would learn more 
about tax.”
Many people agree that owning a business in a location 
as geographically isolated as Montana can be a tremendous 
challenge. However, feelings o f “self-satisfaction and 
accomplishment” are just a few of the benefits Leighann 
Thielmann gets from her daycare.
“I’m my own boss. The pride is having it,” she said.
For Sarah Rollins, the advantages of her business are
“being able to decide what time I work and spending time 
with my kids while I’m at home.”
There are still many things we don’t know about Mon­
tana micro-businesses. In particular, these establishments 
operated by low-income owners may not be representative 
of all micro-businesses in the state. However, with this basic 
information, we can begin to quantitatively assess their role 
in Montana’s economy. □
Paul E. Polzin is director of The University of Montana 
Bureau of Business and Economic Research, John Baldridge is the 
Bureaus director of Survey Development, and James T  Sylvester 
is the Bureaus director of Survey Operations. Tara Crowley is 
the Micro'business Technical Assistance Officer at the Montana 
Department of Commerce. Rebecca McGregor is an editing 
intern at the Bureau.
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[ MICRO-BUSINESS
Montana Agriculture and 
the Global Economy
by Vincent H. Smith
I n the past decade, international agricultural trade and domestic policy issues have been highly controversial topics among Montanans, provoking heated debate, 
protests, and lawsuits.
While controversial, trade and domestic policy issues are 
important to Montana farmers and ranchers who sell more 
than 30 percent of the state’s agricultural products in world 
markets and depend on federal programs for income support 
payments. These issues influence the prosperity of 
Montana’s agricultural producers, as well as the health of 
the state’s economy.
Since the early 1990s, Montana farmers and ranchers 
have been directly responsible for about 11 percent of all 
economic output in the state, with products valued at over 
$2 billion a year. In addition, Montana agricultural produc­
ers have received direct payments from the federal govern­
ment in excess o f $376 million in 1998, $470 million in 
1999, and $440 million in 2000. These payments contribute 
directly to farm and ranch household incomes in Montana 
and are important for both local and state economic 
activity. In fact, federal agricultural payments represent 
more than 2 percent of all personal income earned by 
Montana households between 1998 and 2000.
Montana farms and ranches produce many different 
commodities. Wheat, barley, beef cattle, sheep (wool and 
lamb), and sugar beets account for about 90 percent of farm 
and ranch cash receipts (Figure 1). Other commodities such 
as cherries, garlic, mint, seed potatoes, and angora wool 
provide small proportions of total farm and ranch cash
and James B. Johnson
receipts, but are important niche markets for some producers.
Together, wheat and beef provide over 70 percent o f the 
income received by farmers and ranchers from sales of 
commodities (Figure 1). This article will focus primarily on 
trade and domestic policy related to wheat and beef, but will 
also discuss other commodities.
W h ea t
In a typical year, U.S. wheat producers export about 45 
percent of their crop to other countries, while Montana 
producers export over 80 percent of their crop, mainly to 
Pacific Rim countries. Major markets for U.S. wheat include 
Japan, the Philippines, Taiwan, South Korea, and other 
Pacific Rim countries, as well as Middle Eastern countries, 
including Egypt and Morocco, and South American 
countries such as Brazil, Chile, and Uruguay. The United 
States also faces substantial challenges in these export 
markets from four major competitors—Australia, Argentina, 
Canada, and the European Union (EU).
Canadian relationships have been particularly challeng­
ing for U.S. producers. Canada entered the U.S. domestic 
wheat market in 1989 when the Canada-United States Free 
Trade Agreement went into effect. In the past several years, 
Canada’s annual shipments of wheat to U.S. millers have 
exceeded 1.5 million metric tons -  about 3 percent of U.S. 
domestic wheat consumption. These shipments have stirred 
up a great deal o f controversy, largely because Canadian 
wheat exports are managed by the Canadian Wheat Board 
(CWB), essentially a government-created monopoly seller
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Note: In 1998, total marketing receipts from all commodities 
w as s 1.798 billion.
Source: Montana Agricultural Statistics, 1999.
world wheat prices,
• inadequate access to many export markets, including 
China, because o f tariffs,
• the operations of government import agencies 
commonly referenced as import State Trading Enterprises,
• sanitary and phytosanitary regulations, and other 
barriers to trade.
China’s entry into the World Trade Organization is of 
particular importance to Montana wheat producers. Under 
the terms of the recent bilateral agreement between the 
United States and China, China will import 7.2 million tons 
of wheat each year upon W TO accession as compared to its 
wheat imports in recent years of less than 2 million tons. 
This potential 5 million ton increase in China’s wheat 
imports would represent about a 5 percent expansion of 
demand for internationally-traded wheat.
of Canadian wheat operating in a North American Free 
Trade Area and throughout the world.
On several occasions, Montana farmers have blockaded ' 
Canadian border crossings to demonstrate against grain 
flowing from Canadian sources. In addition, there have 
been four separate trade dispute hearings between Canadian 
and U.S. governments over Canadian export o f wheat to the 
United States. These disputes continue to be a source of 
friction. In response to a recent Section 301 petition filed by 
the North Dakota Wheat Commission, the U.S. trade 
representative’s office is currently examining whether the 
CWB damages U.S. producers through the use o f unfair 
trading practices.
U.S. wheat producers face many other policy-related 
difficulties in the world wheat markets. These include:
• large domestic ̂ nd export subsidies to European 
Union farmers that increase EU wheat exports and reduce
B e e f
Rapid economic and population growth in the Pacific 
Rim and other developing countries will have a significant 
impact on Montana beef producers. Because of this growth, 
the demand for U.S. beef is expected to rise in upcoming 
years.
Although the United States has been and still remains a 
net importer o f beef carcasses and cuts and live cattle, 
exports o f U.S. beef have increased steadily over the past 20 
years (Figure 2). Because U.S. beef exports include a 
relatively large proportion of high quality beef cuts, the 
value o f U.S. beef exports is now very close to the value of 
beef imports into the United States. Moreover, export 
markets in the Pacific Rim and elsewhere are widely 
regarded as critically important sources o f future demand for 
U.S. beef. Ranchers in Montana also have an important 
stake in U.S. efforts to obtain improved access to other 
overseas markets for agricultural products.
F igu re 2
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Source: Livestock M arketing Inform ation Center and MSU Trade Research Center 
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Source: Livestock Marketing Information Center 
and MSU Trade Research Center.
Since the implementation o f the Canada-United States 
Free Trade Agreement in 1989, imports o f cattle and beef 
from Canada into the United States have increased substan­
tially (Figure 3). Some ranchers have expressed concern 
that this increased trade is adversely affecting U.S. cattle 
prices. In January 1999, during a period o f low cattle prices 
that also corresponded with substantial increases in 
domestic U.S. beef production, one Montana-based group — 
Rancher-Cattleman Action Legal Fund —  filed a trade 
complaint with the U.S. International Trade Commission 
(ITC) against Canadian beef shipments. This petition, 
which had only limited support among producers, was 
rejected by the ITC but is indicative of the potential stress 
in U.S.-Canada relations associated with agricultural trade 
issues.
One reason many Montana cattle operations were 
concerned about the petition to restrict Canadian access to 
U.S. cattle markets was that the development of feedlot 
operations in Alberta has made that area an increasingly 
important market for Montana feeder cattle. Since 1998, 
under the Restricted Feeder Cattle Program that eliminated 
testing for brucellosis and some other diseases, shipments of 
feeder cattle to Canada primarily from Montana, Idaho, and 
Washington surged from a negligible amount in 1997 to 
51,000 head in the 1998/99 importing season (October 1 to 
September 30) and to more than 180,000 head over the 
period October 1, 1999 to March 31, 2000. Some anticipate 
that 25 percent o f Montana’s feeder calves will soon move 
into Canadian markets.
O th e r  C om m o d it i e s
Montana sugar beet producers and sheep ranchers also 
have a stake in developing agricultural trade policy. 
Montana and U.S. sheep producers face substantial compe­
tition from producers in countries such as Australia and 
New Zealand. As a result, the United States is a substantial 
net importer of lamb and wool, which are both subject to 
import restrictions. Similarly, the United States is a net 
importer of sugar, although sugar imports are limited by a 
system of quotas. One particular concern for Montana sugar 
beet producers is the potential for substantially increased 
imports of sugar from Mexico under provisions o f the 1992 
North American Free Trade Agreement.
Montana producers of other agricultural commodities 
such as barley and mint are also impacted by world market 
conditions and trade policies. Producers of feed and malting 
barley operate in a world market where they face competi­
tion from the Canadian Wheat Board and seek export 
opportunities in countries such as Saudi Arabia and 
Pakistan. Mint producers market their product to large 
corporations such as the Wrigley Company that purchase 
mint from sources across the globe.
The Trade Research Center, 
Montana State University
Montana agriculture's extensive involvement in the 
global economy and the importance of domestic 
agricultural policy for Montana farm and ranch incomes 
creates an on-going need for research, information, and 
education on those issues. The Trade Research Center 
works with agricultural and agribusiness decisionmakers 
on a regular basis to address such market and policy 
concerns.
The Montana State University Trade Research Center 
has served Montana and the Northern Plains and 
Rockies since 1996. The Trade Research Center's mission 
is to provide information on agricultural trade and 
domestic policy issues for informed decisionmaking by 
farm and ranch managers, public decisionmakers in rural 
communities and state agencies, and state and congres­
sional legislators. Important issues continue to emerge in 
the on-going WTO negotiations, U.S.-Canada agricul­
tural trade relations, the emergence of China as a WTO 
member, and continuing developments in domestic and 
world livestock, grains, sugar, wool, and other agricul­
tural commodity markets. Over the next two years, 
critical policy concerns are certain to arise over the 
forthcoming 2002 U.S. farm bill, new initiatives in federal 
crop insurance programs, and other domestic agricul­
tural policy initiatives.
For more information on the Trade Research Center, 
visit www.trc.montana.edu.
S um m a ry
Ensuring that future developments in agricultural trade 
and domestic farm programs address the needs o f Montana 
producers is o f critical significance for all Montanans. The 
state’s farmers and ranchers need to be involved in policy 
decisions and be positioned to respond to rapidly changing 
world market conditions. These goals can be achieved 
through positive and constructive partnerships between 
Montana agricultural producers, the agribusiness commu­
nity, state and congressional decisionmakers, and university 
researchers and educators. □
Vincent H. Smith and James B. Johnson are co-directors of the 
Montana State University Trade Research Center and professors 
in the Department of Agricultural Economics and Economics at 
Montana State University.
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A ettci fo t&e ScUton,...
Dear Editor;
The Montana Tax Credit has been a great benefit to Montana charities, individuals, and businesses. In 1997 
and 1998, 1,336 individuals claimed $4.26 million in tax credits, with a total charitable value of nearly $13.4 
million. Business claimed an additional $700,000 in credit during those two years.
I wanted to share some general information about the tax credit and encourage people and businesses to explore 
this option in their charitable giving. They might also talk to their legislators about making sure this credit contin­
ues beyond its scheduled expiration date of December 31, 2001.
In 1997, the Montana Legislature enacted a law to help “grow” the state’s charitable endowments. Historically, 
the fortunes of early entrepreneurs amassed in Montana were exported out-of-state, where they generously 
endowed universities and museums and symphonies from coast to coast. Montana, with so little wealth to call its 
own, is still struggling to establish a foundation for economic security. With few Montana-based major corporations 
or foundations, Montana must turn to individuals and government to help provide philanthropic resources for the 
future of the state. But, Montana’s philanthropic infrastructure is both under-developed and under-prepared to 
help.
Among the 50 states, Montana ranks at or near the bottom with regard to per capita charitable giving, number 
of foundations, size of foundations, and value of foundation gifts granted and received. Montana is home to less 
than three-hundredths of 1 percent of all U.S. foundations. It ranks 48th in the nation in foundation assets and 
49th in foundation giving. While individual Montanans and Montana businesses give generously for immediate 
needs, Montana lacks the permanent endowments —  a permanent fund whereby only the interest is used to carry 
out the charity’s mission and intended restriction of the gift —  common in most other states that can provide a 
perpetual funding stream for charitable purposes. Endowed philanthropy offers a tangible, practical, and achievable 
means for Montana to control its own destiny while renewing a spirit of giving and a sense o f community.
Here is the way the Montana tax credit works. A donor can claim a credit against state income taxes owed by 
making a qualifying gift to a Montana endowment. The credit is calculated at 50 percent of the charitable 
contribution, is limited to $10,000 per individual or business, and must be used in the year o f the gift (no carry 
forward). Qualifying gifts include charitable gift annuities and charitable trusts, gifts of paid-up life insurance 
policies, gifts to a pooled income fund, and gifts of a remainder interest in a home or farm. Business entities—  
corporations, small business corporations, limited liability corporations and partnerships— can make outright gifts 
to endowments to qualify for the credit.
According to the law, qualified endowments are: 1) used primarily for the benefit of Montana communities and 
citizens; 2) permanent funds where the principal is not spent (only earned interest is allocated). The legislature’s 
intent was to increase the state s endowments and this is precisely what the provision has done. Montanans 
reported over $17 million (market value) in gifts to endowments in 1997 and 1998— the first two years of the 
credit.
Enacted for five years, the credit is scheduled to expire December 31, 2001 unless the provision is extended. For 
more information refer to www.endowmontana.com or contact your favorite charity. To encourage support to 
continue the tax credit, contact your legislators or the new governor.
Jane Ratzlaff
Director o f Development and Alumni Relations
The University of Montana School of Business Administration
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18 Montana Business Quarterly/Autumn 2000
The Unhrersityof Montana Bureau of Business and Economic Besearch presents its 26th Annual26ttl Annual Montana Economic Outlook Seminar Montana Economic Outlook Seminar Hegistration
Taking Advantage of the 
Information Economy
Complete form, detach, and mail with payment to: 
Bureau of Business and Economic Besearch 
The University of Montana 
Missoula, MT 59812-6840
Program: Locations:
While critics sometimes refer to  Montana as one o f the “disconnected dozen” 
states that is slow to  join the information technology wave, Montanans are starting 
to see the Internet and e-commerce as a valuable tool to help improve the state’s 
ever-vulnerable economy. E-commerce has created a borderless economy where 
Montanans can do business with anyone connected to the Internet; it could, in 
fact, make up for the problems caused by Montana’s geographic isolation. The 
information economy —  which is dependant on bandwidth, fiber optic lines, and 
information infrastructure —  brings new issues, discussions, and agendas to the 
table; it will be the topic o f the 26th Annual Montana Economic Outlook Seminar 
series held this winter in nine Montana locations.
Bureau researchers will take an in-depth look at information technology trends 
and determine the implications for Montana communities. Using the Bureau’s 
unique data capabilities, economists will describe how Montana households and 
businesses are using technology.
As in past years, w e will examine both the statewide economy and the individual 
forecast for each seminar city. We will review the outlook for Montana’s 
important industries, including the potential impacts o f unstable power rates and 
the summer’s wildfires. Our special luncheon speaker will take a closer look at 
Montana’s tax situation, always an essential ingredient in any discussion o f the 
economy. Montana State University professor Doug Young will put into 
perspective the state’s always controversial and confusing array o f income, 
property, and other types o f taxes.
Questions?
Call (406) 243-5113 
or visit our Web site at www.bber.umt.edu
□ Helena 
January 23, 2001 
Cavanaughs Colonial Inn
□ Great Falls 
January 24, 2001 
Holiday Inn
□ Missoula 
January 26, 2001 
Holiday Inn Parkside
□ Billings 






February 1, 2001 
Ramada Inn Copper King
□ Kalispell 
February 6, 2001 
Kalispell Center Hotel
□ Sidney 
March 6, 2001 
Sidney Elk's Lodge
□ Miles City 
March 7, 2001 





City  ______________ ______________  State___________
Phone____________________________  Z ip ____________
Payment:
□ Check enclosed
(F’ayable to: Bureau of Business & Economic Research)
□ Credit Card (Visa, MasterCard, Discover)




□ $70 registration includes seminar, proceedings, lunch, and 
a one-year subscription to the Montana Business Quarterly
□ $20 processing fee for continuing education credits:
□ Montana Society o f CPAs, 4 credits
□ Montana Board o f Real Estate Appraisers, 4 credits
□ Institute of Certified Management Accountants,
4 credits
□ Society of American Foresters, 4 credits
□ Montana Insurance Continuing Education Program,
2 credits
□ Montana Teacher Professional Renewal Units,
5 credits
□ Montana Board of Social Work Examiners and
Professional Counselors, 5 credits
Schedule:
8:00 -  8:15 Coffee and Registration
8:15 -  8:20 Introductions, First Interstate Bank
Jumpstarting Montana’s Economy: Taking 
Advantage of the Information Economy, Steve 
Seninger, Paul Polzin, Bob Campbell and Krista Gebert 
9:05 -  9:15 Coffee Break
9:15 -  9:45 National, State, and Local Outlooks. Paul Polzin 
9:45 -  10:00 Local Perspective, various local experts 
10:00- 10:20 Nonresident Travel, Kim McMahon
10:20- 10:30 Coffee Break
10:30 -  10:45 Information Technology in Montana and the 
Northern Rockies, Steve Seninger 
10:45 -  11:05 Agriculture, Kevin McNew 
11:05 -  11:25 Manufacturing and Forest Products,
Charles Keegan and Bob Campbell 
11:25 -  11:30 Coffee Break
11:30 -  Noon Chamber of Commerce Report, Local speaker 
Noon - 12:50 Montana Taxes, Doug Young 
12:50 Closing Remarks, First Interstate Bank
W ELLS
FARGO
More Than a Century 
of Experience Hanging 
on Your Every Word
With the arrival of Wells Fargo Private Client Services, Montana's promi­
nent individuals and families have access to more than a century of
wealth building and wealth management experience. We offer clients 
tailored solutions that help set them on their financial paths and keep 
them there, providing investment management, trust, private banking and 
brokerage services (through Wells Fargo Brokerage Services, LLC) to clients 
whose financial needs set them apart.
Locations in Billings, Bozeman, Butte, Great Falls, Helena, Kalispell, 
and Missoula, Montana as well as Casper and Cheyenne, Wyoming.
Investment Products: • Not FDIC Insured • No Bank Guarantee • May Lose Value
Private Client Services provides financial products and services through various banks and brokerage affiliates of 
Wells Fargo & Company including Wells Fargo Brokerage Services, LLC (member NASD/SIPC/Chicago Stock Exchange).
Member FDIC
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